Introduction and research rationale
The total contribution of travel and tourism to the gross domestic product (GDP) worldwide was $7170.3 billion (9.8% of GDP) in 2015, and is forecast to rise by 3.5% in 2016 (World Travel & Tourism Council [WTTC] 2016a). The tourism industry continues to play a major role in the South African economy (Statistics South Africa [Stats SA] 2016a ). According to the WTTC (2016b), the total contribution of travel and tourism to the South African GDP was South African rand (R) 375.5bn (9.4% of GDP) in 2015, and is forecast to rise by 3.0% in 2016 and to rise by 3.7% per annum to R555.1bn (10.6% of GDP) in 2026. The latest Tourism Satellite Account for South Africa report (Stats SA 2016b) provides an overview of tourism's contribution regarding spending, employment and impact on the GDP. According to the report, during 2013, 14.3 million nonresident visitors visited South Africa, increasing from 13.1 million in 2012 and 12.1 million in 2011. The number of persons employed in the tourism industry also continues to increase, and the tourism industry employs about 4.4% of all employed persons in South Africa. Apart from the importance of tourism in terms of economic value, for developing countries such as South Africa, tourism is essential to creating a positive image of the country as a tourist destination, infrastructure development and increasing the quality of life of the local people (Butler & Rogerson 2016; Kaplanidou et al. 2013; Leibold & Seibert 2015; Rogerson 2015) . Hence, it is vital to increase both domestic and international travels to South Africa. South Africa offers both domestic and international tourists a wide variety of options, among others the scenic natural landscape and game reserves, diverse cultural heritage and highly regarded wines. According to South African Tourism (SAT 2016a), the main reasons for visiting the country include affordability, natural beauty and wildlife, world-class facilities, adventure opportunities, favourable climate, diverse culture, and history. It is evident from statistics that the United Kingdom, United States of America (USA), Germany, France, the Netherlands, Australia, China, India, Canada and Italy are the top sources of overseas tourists visiting South Africa (Stats SA 2016a) . However, according to the World Bank Group (World Bank 2015) , there will be a slower than expected recovery and economic growth from the Eurozone from where the majority of overseas travellers to South Africa originate. This is mainly due to the financial stress in Greece as well as the political tensions in the Ukraine. In 2015, the volume of departures of foreign travellers was lower than that of arrivals throughout a 15-year period (2001) (2002) (2003) (2004) (2005) (2006) (2007) (2008) (2009) (2010) (2011) (2012) (2013) (2014) (2015) (Stats SA 2016a) . The number of tourists, however, increased by 14% from August 2015 to August 2016, while the number of overseas tourists grew by 22.6% over the same period (Stats SA 2016a) .
Nevertheless, to counterbalance the slowdown of travellers from developed countries, new regions for growth in international tourism need to be identified. Van Niekerk and Saayman (2013) explain that countries are competing against each other not only in tourism arrivals but also in tourism receipt. To enhance their overall tourism product and competitiveness, many
Literature review
The literature review covers the relevant literature regarding market segmentation and its application in the context of the study as well as an overview of the Latin American markets' travel behaviour.
Market segmentation
Market segmentation is a fundamental element of strategic marketing and planning. Many marketing scholars and practitioners have proposed different definitions of market segmentation; however, the definitions of Kotler (1972) and Smith (1956) are represented in the academic approach to market segmentation, that is, a consumer approach (Cano 2003) . Smith (1956:6) defines segments as directly derived from the heterogeneity of customer wants and proposes that 'market segmentation involves viewing a heterogeneous market as a number of smaller homogenous markets, in response to differing preferences, attributable to the desire of consumers for an absolute satisfaction of their varying wants'. Consistent with Smith's definition, Kotler (1972:166) proposes market segmentation as 'the subdivision of a market into homogeneous subsets of customers, where any subset may conceivably be selected as a market target to be reached with a distinct marketing mix'.
Segmentation tries, ultimately, to match the expectations of different groups of tourists with offers made from tourist services suppliers. The market identified can be subdivided and profiled into five different segmentation bases through the process of market segmentation, namely geographical segmentation, socio-economic segmentation, demographic segmentation, psychographic segmentation, a product sought and product-related segments (Dibb & Simkin 2016; Nacar & Uray 2016) . Once the market has been segmented into different segments or target markets, a customised marketing mix aimed at each segment is designed to position the product for each market (Dolnicar et al. 2014; Schiffman & Kanuk 2004) . Dolnicar et al. (2012) , as well as D' Urso et al. (2013) , emphasise that focusing only on one or two target markets increases the chances of marketing success, long-term sustainability and profitability of a tourism product or destination.
Motivation-based segmentation or typology is well documented in tourism literature. It is very popular due to the extent of information that can be provided, as well as the tendency to evaluate the needs of the market and the manner in which to satisfy and enhance the service offerings (Kruger, Viljoen & Saayman 2013) . Furthermore, marketers and brand managers have the ability to identify efficiently and supply the products and services directly to the target audience, which is more cost effective and less time consuming (Kim & Ritchie 2012) . Motivations are also measured to identify and segment types of tourists for the purpose of product development and market promotion (Smith, Costello & Muenchen 2010) . A motive is an internal factor that arouses, directs and integrates a person's behaviour (Iso-Ahola 1980 , 1982 . Fodness (1994) mentions that motivation is the driving force behind all behaviour, while Crompton and McKay (1997) also indicate that motives are the starting points that launch decision processes. It is, however, important to note that motivation differs from person to person and can be greatly influenced by the type and nature of a destination (Sung, Chang & Sung 2016; Iversen, Hem & Mehmetoglu 2016) . Applying a segmentation technique aimed at identifying market segments provides several advantages, including: (1) effectively determining market niches based on similarities, (2) classifying groups of tourists, (3) establishing theories related to tourist groups and (4) testing whether the tourist groups are present in the market (Cross, Belich & Rudelius 2015; Dibb & Simkin 2016; Kotler et al. 2015; Mazanec 2015) .
In the context of the present study, market segmentation can, therefore, be defined as 'the process of identifying and profiling different Latin American tourist market segments based on their motivations for travelling to South Africa as a tourist destination, towards designing personalised and cost effective marketing campaigns in an effort to increase tourist numbers from this region'.
The travel behaviour of Latin American tourists
In 2012, the Brazilian market generated a total of 8.6 million foreign tourists and, out of this figure, 2.7 million travelled within the South American region, while 5.9 million (68.9%) travelled to long-haul destinations (ITB World Travel Trends Report [WTTR] 2014) . Brazil is emerging as one of the most promising markets in the luxury segment with growth driven by the increase of millionaires within the country with more disposable income. Given the major economic indicators for these markets further outbound growth is set to continue. In the first eight months of 2013, the number of international trips taken by Latin Americans has increased by 6% over those of 2012. The ITB WTTR for 2013/2014 confirmed that South America has continued to grow in outbound tourist arrivals and has outpaced North America once again. There was also continuous growth in travel to South Africa from Latin America from 2011 to 2013 with a sharp decline in 2014 (SAT 2015) . Although the South American outbound market slowed down, it still managed to grow by 5%. This was partly due to the hosting of the football World Cup in Brazil (ITB WTTR 2014). Brazilians' love of short shopping trips is also one of the key factors behind this growth and is the primary source market from the South American region.
Academic researchers such as Sarigöllü and Huang (2005) segment North American tourists to Latin America based on the benefits sought, and Barros, Correia and Crouch (2008) identify the determinants of the length of stay in Latin American tourism destinations. Brida, Risso and Bonapace (2008) , Eugenio-Martin, Martín Morales and Scarpa (2004) and Fayissa, Nsiah and Tadesse (2011) similarly analyse the tourism and economic growth in Latin American countries. Torres (2003) focuses on the linkages between tourism and agriculture in Mexico while Paus (2009) analyses the implications of the rapid economic rise of China for the development prospects of Latin America. An earlier study by Dimanche and Moody (1998) determined the destination perceptions of Latin American intermediary travel buyers. However, none of these studies attempted to segment the Latin American travel market based on their motives to travel to a destination.
While various studies profiled tourist markets to destinations (see for example Hennessey, Yun and MacDonald 2014; Legohérel, Hsu and Daucé 2015; Li et al. 2013; Prayag et al. 2015) , limited academic studies have focused on analysing the Latin American market regarding their profile and motivations to travel. International reports are however available from the World Tourism Organisation (UNWTO) regarding tourism to the Americas (both North and South America) (UNWTO 2013), and from the ITB WTTR (2015) and WTTC (2016a) reports on the economic impacts of travel and tourism in Latin America. Certain differences exist between South American countries, but the UNWTO (2013) also confirms some similarities. SAT (2010) .
Collectively the findings in Table 1 show that some travel behaviour comparisons exist among the Latin American tourists travelling to the different countries analysed. Regarding market characteristics, Latin American tourists travel mainly from Brazil, are aged between 30 and 50 years, and are professionals in a middle-income to high-income class with a high average spending per trip. Online sales and travel agents are the primary sources for information and bookings and the main reason for travel are for holiday and leisure purposes. However, differences in the markets' travel behaviour are also evident. Depending on the region, the average length of stay ranges between 7 and 10 days, indicating that these tourists have the potential to have a significant economic impact in the destinations visited. It appears that their travel preferences are undeterred by the season of travel since the market can travel throughout the year (to Europe during the northern hemisphere's summer months and to South Africa during the southern hemisphere's summer months). While shopping was identified as a primary motive for Latin Americans to travel to cities in Europe, the findings from the SAT (2010) report indicated that shopping was the lowest rated motive for Brazilian tourists to South Africa with wildlife, scenery and hospitality rated the highest. This implies that the essence of a destination (distinct characteristics) should feature strongly in marketing campaigns aimed at attracting the market. In this regard, South Africa has the potential to tap into the market especially with its unrivalled scenery and wildlife. The biggest challenges identified in growing outbound travel from Latin America were mainly external shocks such as weakening economic conditions, recessions, volatile currency exchanges and the lack of direct air services, especially between countries such as South Africa and Australia. Similar to the academic research studies done to date, the research reports summarised in Table 1 did not segment the Latin American market. Uys (2003) is the only study, to the authors' knowledge, that profiles a tourist market, namely Dutch tourists, to South Africa. However, as in the case of all previous studies, only a basic overview of the markets' profile and travel behaviour is given, and an investigation is not made regarding whether different market segments may exist and if their needs might differ. Moreover, other than these statistics and information on the Brazilian travel market (SAT 2010), not much is known about the travel motives of the Latin American tourists choosing to travel to South Africa. Knowledge of the profile and motives of specific segments within the market can assist in the http://www.actacommercii.co.za Open Access More travellers made independent travel arrangements. Nevertheless, travel agents remained a key factor in the decision-making process.
More travellers made independent travel arrangements. 'Flight only' and 'package holiday' were the largest selling products.
Internet sales in Brazil were dominated by intermediaries.
Major travel seasons and length of stay Unspecified. The majority of international travel takes place from December to January and July. The average length of stay varies between 14 and 17 days.
The average length of a trip has shortened significantly to 10 nights.
March to May and September to December. During 2003 , the trend among Brazilian holidaymakers shifted from taking long trips (over 7 days) to short trips (0-3 days).
Travel behaviour
Unspecified. All accommodation, air transport and other logistics are arranged before their trip; however, once at the destination, cruises and tours to name a few will be booked direct. In its effort to maintain connectivity in the region, SAA implemented agreements with fellow Star Alliance partners and other major airlines operating between São Paulo and Buenos Aires, as well as to and from other key South American destinations (Maslen 2013 
Method of research
This exploratory research was quantitative in nature and made use of an electronic questionnaire.
The questionnaire
The questionnaire was divided into four sections. Section A measured sociodemographic profile questions of Latin American tourists (age, gender, marital status, home language, country of residence and highest level of education). Section B measured the Latin American consumer profile (when they decided to travel, who initiated the travel, which other destinations were considered as well as those they had travelled to before, how many times they travel during a year, expenditure during travel and which accommodation, activities and packages they chose or would choose during their stay). Both section A and section B were based on the demographic and travel behaviour measured by ITB WTTR (2015), SAT (2010) , Tourism Research Australia (2009) and UNWTO (2013) (refer to Table 1 ). Section C determined the main motivational factors of why Latin American tourists chose to travel to South Africa. The items were measured on a five-point Likert scale of agreement and were adapted from the work done by SAT (2010), Stats SA (2016a , 2016b , 2016c and UNWTO (2013) . In 2002, Du Plessis performed the first study to determine the competitive advantages of South Africa as a global tourism destination. The factors that emerged as most important in this respect were safety and security, quality of service, value for money, geographical features and attitude towards tourists (Du Plessis 2002). In a follow-up study, Du Plessis, Saayman and Van der Merwe (2015) identified nine factors that contribute towards South Africa's tourism competitiveness, namely (1) quality and variety of foods, (2) tourism services, (3) location, (4) economic benefits, (5) attributes, (6) entertainment and activities, (7) stability, (8) African experience and (9) brand and image. These factors were also considered and included in the motivational section.
The following steps, as proposed by Field (2005) and Tustin et al. (2005) were followed to design and validate the questionnaire: (1) Content validity: an in-depth literature analysis was conducted to identify the relevant travel behaviour and motivational factors of Latin American tourists (see Table 1 ); (2) face validity: statistical consultation services at the North-West University, Potchefstroom campus, advised on the formulation of the statements, as well as the measurement scales used; (3) construct validity: factor analysis was performed on the motivational factors in order to determine the degree to which the statements measure what they claim and purport to; (4) reliability: establishing the reliability of the identified factors by means of reliability coefficients (Cronbach's alpha) which were calculated by applying inter-item correlations. The statistical analysis section below discusses how the reliability of the identified factors was measured.
Sampling method and survey
The survey consisted of an online questionnaire designed in Adobe ® FormsCentral. The link to the online questionnaire was sent to the various outbound operators who work in close collaboration with Wilderness Safaris within the Latin American region (tour operators were sourced from central sales databases QlikView ® and Tourplan ® ). With operating camps and safaris in Botswana, Kenya, Namibia, Malawi, South Africa, Zambia, Zimbabwe and the Seychelles, Wilderness Safaris describes itself as a 'responsible luxury ecotourism company that exists to protect pristine wilderness areas and the flora and fauna they support'. Wilderness Safaris already has a well-established reputation for offering specialised safari products in their main sales markets of Europe and Australasia with their main focus being the USA. Palazzo (2013) , the sales manager for Wilderness Safaris to the Latin American region, stated that South Africa is still seen as an 'exotic and high-end destination for the affluent societies of the top sales producing markets of Brazil, Chile and Mexico'. She also states that the Brazilian, Chilean and Mexican economies perform well and continue to grow. This means that tourists from those countries have more disposable income to spend on travelling to South Africa. Therefore, there is great potential for growth within this market. According to Momberg (2015) , Wilderness Safaris expects growth of 5% to 10% in this particular market for the 2016 financial year. This company, therefore, presented the ideal platform to analyse the needs of the Latin American market.
The tour operators were requested to send the link to the questionnaire to the respondents for completion. Respondents were selected according to their past travel behaviour to South Africa and to Wilderness Safaris for their future plans to travel to these destinations. Snowball sampling was implemented in that the respondents were requested to send the online questionnaire to acquaintances or friends that have done the same. Respondents were briefed in an email beforehand on the reason for the study. This was to ensure that their participation was voluntary. In the 2013 financial year (01 March 2012 to 28 February 2013), 250 Latin American tourists travelled to South Africa through Wilderness Safaris. During this period, more than 65 000 Latin American tourists travelled to South Africa . Based on the http://www.actacommercii.co.za
Open Access formula and table of Krejcie and Morgan (1970) , at least 384 questionnaires were required based on the Stats SA (2013) figure. However, based on the number of Latin American tourists who travelled to the country through Wilderness Safaris, 152 questionnaires had to be completed to achieve a representative sample. To further enhance the precision of the study, the minimum sample size was increased to 200 questionnaires. The questionnaires were continuously sent out from July 2014 to May 2015. A total of 195 completed questionnaires were returned, thus validating the sample.
Profile of respondents
Latin American respondents were predominately male, aged 44 years, spoke Portuguese (56%) or Spanish (34%) and lived in Brazil (38%), Argentina (16%), Peru, Chile and Mexico (12% each). They reported being in a relationship (64%) and their highest level of education was a university or college diploma or degree (39%). Respondents indicated a preference to make travel arrangements six months in advance (59%).
The main initiator for their trip to South Africa was family (37%) with this being their first trip to South Africa and staying eight nights or more. The average travel group size consisted of four people with the majority not travelling with children or family (62%) and only paying for two persons in that group. The average spending was $18 762 (R265 779) per trip with the main provinces visited in South Africa being the Western Cape (92%), Gauteng (91%) and Mpumalanga (86%).
Other African countries visited during their trip included Botswana (74%) and Mozambique (55%). Other destinations considered as alternatives to South Africa were Europe (50%), Asia (47%) and Australia and the Pacific Islands (47%).
The main destinations previously visited were Central and South America (80%) and Europe (71%). The respondents travel either once (37%) or twice (34%) a year on individual arrangements (52%) with the main reason for their trip to South Africa being safari (99%) while staying in a hotel, motel, resort or lodge (100%). Their main activities included outdoor and nature activities (99%) and they heard about South Africa through friends and family (90%). The main travel agent or tour operator that Latin Americans used for their arrangements to South Africa was the International Travel Group as they provided services in their home language.
Statistical analysis and results
Data was exported from Adobe ® FormsCentral to Microsoft © Excel © and IBM Statistical Package for the Social Sciences (SPSS, version 22, 2015) software was used for basic data analysis while Statistica version 11 (Statsoft, Inc. 2015) was used to perform the cluster analysis. The analysis was done in three stages: a factor analysis, a cluster analysis and an analysis of significant differences between motivational segments of Latin American tourists to South Africa.
Results from the factor analysis: Motives to travel to South Africa
A principal axis factor analysis, using an Oblimin rotation with Kaiser normalisation, was performed on the 25 motivation items to explain the variance-covariance structure of a set of variables through a few linear combinations of these variables. The Kaiser-Meyer-Olkin measure of sampling adequacy was used to determine whether the covariance matrix was suitable for factor analysis. Kaiser's criteria for the extraction of all factors with eigenvalues larger than unity were used because it was considered that they explained a significant amount of variation in the data. All items with a factor loading greater than 0.3 were considered as contributing to a factor, and all items with loadings less than 0.3 as not correlating significantly with this factor (Steyn 2000) . Any item that cross-loaded on two factors with factor loadings both greater than 0.3 was categorised in the factor where interpretability was best. A reliability coefficient (Cronbach's alpha) was computed for each factor to estimate its internal consistency. All factors with a reliability coefficient above 0.6 were considered to be acceptable in this study (Pallant 2016) . The average inter-item correlations were also computed as another measure of reliability; these, according to Clark and Watson (1995) , should lie between 0.15 and 0.55.
Using an Oblimin rotation with Kaiser normalisation, the pattern matrix of the principal component factor analysis identified 11 possible factors. However, the factors yielded unreliable Cronbach's alpha values and inter-item correlations. Factor analysis was then performed on the items the authors regarded as relevant to a particular factor. Again, certain factors were unreliable. For this reason, it was decided to exclude some items from the third round of analysis and regard them as unique factors. Statements that were excluded due to unreliability were: For the benefit of my children, To relax, South Africa has various historical attractions, South African has a variety of entertainment on offer, South Africa has a variety of sports and recreational opportunities on offer, South Africa has ideal shopping opportunities, South Africa has quality of services and accommodation on offer, South Africa has developed infrastructure and tourism supra-structure, South Africa has unrivalled scenery and To see the Big 5 (lion, leopard, elephant, buffalo and rhino) . Two factors were extracted as shown in Table 2 , namely Unique country attributes and Country attractiveness. These were labelled according to similar characteristics and accounted respectively for 54% and 48% of the total variance. All had relatively high reliability coefficients, and the average inter-item correlation coefficients also implied internal consistency for all factors. Moreover, all items loaded on a factor with a loading greater than 0.3, and the relatively high factor loadings indicated a reasonably high correlation between the factors and their component items. The Kaiser-Meyer-Olkin measures of sampling adequacy of 0.63 for both factors also indicated that patterns of correlation were relatively compact and yielded distinct and reliable factors (Field 2013 ). Bartlett's test of sphericity also reached statistical significance (p < 0.001) in the case of both factors, supporting the factorability of the correlation matrix (Pallant 2016 
Results from the cluster analysis
An exploratory cluster analysis based on all cases in the data was performed on the motivational factors. A hierarchical cluster analysis, using Ward's method of Euclidean distances, was used to determine the structures of the clusters based on the motivation factors. A four cluster solution was selected as the most discriminatory (Figure 1) . The results of the multivariate analysis were used to identify the four clusters (segments) and to indicate that significant differences existed between them (p < 0.05).
Identified market segments
Analysis of variances (ANOVA) with Tukey's post hoc tests was used to investigate any significant differences between the identified market segments. Effect sizes were used to identify further any significant differences between the segments. The purpose of effect size is to establish whether any differences exist between the segments, in this case in which combination of segments the mean values of the motives and the averages of the sociodemographic and behavioural variables had the smallest or largest 
Linkage Distance
Source: Compiled by authors in Statistica version 11 (Statsoft, Inc. 2015) FIGURE 1: Four cluster solution: Ward's method with squared Euclidean distance measure.
http://www.actacommercii.co.za Open Access effect. Cohen (1988) and Ellis and Steyn (2003) offer the following guidelines for the interpretation of effect sizes: small effect d = 0.2, medium effect d = 0.5 and large effect d = 0.8.
As shown in Table 4 , ANOVAs indicate that all 20 motivational factors contributed to differentiating between the four motivational segments (p < 0.05) with large effect size differences (d > 0.08). Segment 1 contained the largest sample of respondents (66) ANOVAs, Tukey's post hoc multiple comparisons and effect sizes were further used to determine the differences between the respondents by their sociodemographic and behavioural characteristics. As Table 5 shows, there were statistically significant differences between the segments based on age (p = 0.005), number of previous visits to the South Africa 
Chi-squared test results
Chi-squared tests were further used to investigate any significant differences between the identified market segments based on their demographic and travel behaviour characteristics. Phi values were used to further identify any significant differences between the segments. Cohen (1988) gives the following criteria for interpreting phi values: 0.1 for a small effect, 0.3 for a medium effect and 0.5 for a large effect. Table 6 indicates the statistically significant differences between the segments.
Regarding demographic differences, the majority of Opportunistic explorers, Enlightened spiritualists and Practical economists were male (53%, 63% and 69%, respectively) while more Comprehensive indulgers were female (61%). Opportunistic explorers were mainly Spanish (46%) and Portuguese (44%) speaking while Enlightened spiritualists, Practical economists and Comprehensive indulgers were mainly Portuguese speaking (67%, 59% and 58%, respectively). More Comprehensive indulgers were also English speaking (22%). The majority in all four segments indicated that they were in a relationship (61%, 66%, 69% and 58%, respectively) while more Opportunistic explorers were single (26%) and more Enlightened spiritualists divorced (15% Regarding the type of holiday and activities, all four segments indicated safari as their main type of holiday (100% each) while significantly more Opportunistic explorers, Enlightened spiritualists and Practical economists (85%, 87% and 77%, respectively) had a cultural holiday compared to Comprehensive indulgers (50%). Opportunistic explorers preferred active outdoor and sports activities (52%) and shopping (52%) during their trip while indigenous culture was preferred by Enlightened spiritualists (91%), Opportunistic explorers (74%) and Practical economists (67%). Interestingly, more Comprehensive indulgers were also interested in shopping (81%). In terms of media sources, Comprehensive indulgers made use of websites (100%), television (86%) and Twitter (33%) to gather information on the country while Enlightened spiritualists similar to this segment also made use of magazines (64% each) and relied on previous visits (54% and 50%). Opportunistic explorers, Enlightened spiritualists and Practical economists (99%, 94% and 85%, respectively) made use of travel agents while more Opportunistic explorers and Comprehensive indulgers (57% and 64%) made use of Facebook. More Opportunistic explorers also consulted Internet blogs (35%) and brochures and pamphlets (58%).
Findings and implications
This research segmented Latin American tourists to South Africa based on the main motives for travelling to the country to determine whether different market segments can be identified. The research furthermore identified the statistically 
General profile of Latin American tourists to South Africa
The general profile of the respondents corresponds with the findings from the ITB WTTR (2015) (2015), Argentina was also identified as a primary market. Similar to the findings by Tourism Research Australia, the majority of respondents travelled without children. The total average spending per trip ($18 762 or R265 779) was significantly higher compared to the R10 100 found in the SAT report. Confirming the findings from the SAT report, the Western Cape and Gauteng were the most visited provinces during trips to South Africa while Mozambique was also identified as a popular African country visited. However, contradictory to Mauritius indicated as a preferred destination found by SAT, Botswana was recognised as the second most preferred African country in the present study. Confirming the findings by Tourism Research Australia and UNWTO, Europe was identified as a preferred alternative destination. However, contradictory to those reports, North America was only preferred after Asia and Australia and the Pacific islands. Similarly to the UNWTO and ITB WTTC reports, the majority of respondents made individual travel arrangements. Furthermore, confirming the findings by SAT, safari was the main reason for their trip to South Africa while making use of paid accommodation (hotels, motels, resorts or lodges). The respondents' main source of information was word of mouth referrals from family and friend confirming the UNWTO report's findings. It is evident that similarities among Latin American tourists exist. However, since the SAT report, changes in the market to South Africa are also evident especially regarding average spending and preferred destinations. This emphasises the need for continuous research to identify changing marketing trends.
Motives to travel to South Africa
The particular combination of motives found in this research has not been identified in previous academic research. To attract more Latin American tourists to the country, marketing campaigns should emphasise the country's favourable exchange rate and that it is a value for money travel destination. South Africa also needs to be promoted as a 'Universal bucket-list destination' emphasising the unique attributes of all nine provinces regarding history and cultural diversity and unrivalled nature and wildlife. Emphasis should be placed on high levels of service excellence to encourage positive word of mouth referrals and return visits. South Africa is the ideal safari destination and marketing should continue to emphasise this. This promotional plan can also form part of a South-South Corporation, a term from the United Nations that essentially incorporates all of the major emerging economies (Ro 2013 
Identified market segments and essential differences
This research showed that motivation is a useful segmentation base, especially for destination marketers wanting to understand a specific travel market in more depth compared to the traditional 'holiday', 'business', 'visiting friends and relatives' and 'other' distinctions usually made. Segmenting based on the motivational factors revealed the existence of Latin American tourist segments that ought to be catered for Enlightened spiritualists rated Spiritual experience and Safe destination higher and were the only segment that seems to regard Education as an important motive. This segment has the second highest total spending, making this segment an affluent traveller, implying that destinations should promote inner and self-actualised well-being experiences. Practical economists valued the practical aspects behind travelling especially financial aspects and regarded Favourable exchange rate and Available information more important. This segment has the highest average total spending, travels in the largest groups and travels the most during the year, making it the most lucrative market to attract. Since Unique country attributes were also regarded as important, this segment should be tempted to experience South Africa's truly unique and high-end offerings, especially since they are a return visit market, and could ultimately act as ambassadors.
Finally, Comprehensive indulgers value the entire experience and are motivated by South Africa as a whole and the country's distinct features especially Nature and wildlife. This segment also rated Country attractiveness as important and thus this segment should be exposed to South Africa's breathtaking vistas and natural heritage. This segment furthermore rated Lifestyle the highest compared to the other segments, while the length of stay was the longest, making this segment an important market especially regarding making the most of the holistic South African experience.
Developing tailor-made marketing strategies
Destination marketers should expand all four segments as they are all viable markets to attract and retain. The main objective should be to increase loyalty and repeat visits among all four segments. Based on their ratings of the motives as well as preferred activities, the following marketing strategies are proposed for each identified segment:
• Opportunistic explorers preferred outdoor and sport activities and shopping. To enhance the motive Exploration (which was the primary motive for this segment), South Africa should brand itself as the ultimate adventure destination by highlighting the country's various outdoor adventure activities such as hiking, river rafting, bungee jumping, scuba diving and shark cage diving, to name but a few. Adventure activities are present in all nine provinces, and this can be an ideal way to give exposure to lesser known provinces and promote the entire country. The focus should not only be on well-known provinces and destinations such as the 
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Limitations
This study has some limitations in that it analysed only a small sample of Latin American tourists to South Africa. Future and ongoing research could further expand on the topic by analysing a larger sample possibly through collaboration with SAT to obtain a comprehensive picture of the needs of this undervalued tourism market.
Conclusion
This research filled the gap in the current tourism literature regarding the existence of specific Latin American market segments that travel to South Africa. The study contributes to the field in three ways. The results firstly confirm that Latin American tourists have a variety of motives for their trip and that the main motives are rather financial aspects such as Value for money destination and Favourable exchange rate. Secondly, the results showed that segmenting tourists by their motivations is a useful market segmentation tool as it gives a clear and direct profile and understanding of different types of tourists within a larger travel market and their travel preferences. The results confirmed the existence of four distinct market segments, Opportunistic explorers, Enlightened spiritualists, Practical economists and Comprehensive indulgers. The identified segments differ significantly from each other based on their motives to travel to South Africa as well as regarding their travel behaviour. Moreover, based on the results, marketing strategies were proposed to retain and expand each segment. Marketers of South African tourism can apply these recommendations to increase the country's appeal as a tourist destination to the Latin American tourist market. Compared to the SAT (2010) report, changes in the travel trends and needs of the Latin American market to South Africa were also evident, emphasising the need for continuous research.
Longitudinal research on the Latin American region is therefore recommended to enhance the understanding of the market as well as to determine any differences in profile and motives as well as travel behaviour. Further research concerning experiential tourism, which was identified as a new travel trend for Latin American tourists, is further highly recommended not only in this market but also in all international markets. Similar research is also recommended into other emerging markets, such as India and China, to determine whether there are similarities among emerging
